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第三章 分析 SGM 公司在石材工程市场的营销发展现况，并以波特五力




































The quantity of the architecture stone following with the growth of the global 
economy has been remarkably increasing annually. SGM STONE CO., LTD., a 
Taiwan-base company specializing in planning and designing prior to an agreement as 
well as block import, job measurement, drawing, stone fabrication, and installation 
after an agreement being signed has been operating in the architecture stone industries 
for 20 years. With the market competitions, SGM has performed a satisfied growth 
rate in annual sales, but the percentage of the gross profit has been unable top improve. 
How can SGM quit from the highly competitive Red Ocean market creating an 
uncontested Blue Ocean market space? The thesis based on the strategic theories 
analyzes the revaluations of the working process in the current stone industries and 
reveals SGM’s long term strategy. In addition, coordinated the exterior environments 
with the interior strengths and weakness, the strategy with the analysis of the 
workability studies is presented. 
The thesis is categorized by 5 chapters as following, 
Chapter one, the study background, the content, the framework of the market 
competitive strategies, and all of the related tools of the strategy analysis are briefly 
described. 
Chapter two, the architecture stone industry and the major architecture stone 
industries in the word arc briefly analyzed. The building industry with its related 
industries and the trend of the architecture stone industry in Taiwan are discussed. 
Chapter three, based on Five Force Framework and SWOT, SGM’s current 
developments in the architecture stone project markets is analyzed in addition to find 
a direction for the future developments. 
Chapter four, the all of the opportunities in the middle and long term 
developments to the company are studied in order to walk corss the industry border 
from the highly competitive Red Ocean market and step into the curtain wall market 
with a value added Total Solution to customers while developing infrinite Bule Ocean 
markets. 
Chapter five, the options of SGM’s market competitive strategies are discussed. 
The goals for middle term and long term growths are addressed. In order to facilitate 
SGM’s future developments, the executive plans ot the selected market competitive 
strategies and the deployment of problem solutions arf described. 
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量于 1997 年达到 高峰，仅次于意大利与西班牙并列世界第二。然而随着近十
年来经济不景气，石材加工生产厂家自 600 余家减少至 280 家左右
①
，全年产业
总产值仅剩约 250 亿新台币，其中 80%内销、外销不到 10 家。而包工包料的石
材工程公司也因台湾长期不景气，僧多粥少且产业技术含量低，使得建筑用石材
业的经营进入了微利时代。 





SGM 公司成立于 1989 年，创立之初以进口意大利人造石材销售为主，尔后
因产品差异性不大，市场竞争激烈，买卖利润微薄，于是于 1991 年决定公司转
型，放弃人造石材的买卖市场，转入以承揽工程为主的天然石材装修市场。此后，
公司营业额逐年成长，时至今日 2008 年，SGM 公司在台湾石材装修工程市场已
稳居领导地位，年营业额甚至超越第二名与第三名之总合。  
                                                 


































边界的蓝海市场，是 SGM 今后面临 大的课题。也是本研究案中的主要课题。 
第三节 理论框架 
为研究 SGM 公司在市场竞争战略上，能够寻找出可行的可持续发展方向，特
从波特（Michael E. Porter）的竞争战略理论与金伟灿 (W. Chan Kim) 、莫伯
























图 1：波特（Michael E. Porter）的五种竞争策略 
  
资料来源：From Copetitive Advantage: Creating and Sustaining Superior Perfromance, by 




































































                                                 
①资料来源：金伟灿(W. Chan Kim)、莫伯尼(Renee Mauborgne)  着 黄秀媛译 蓝海策略：开创无人竞争的全
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